Methods:
To understand impulsive and compulsive consumers' FFP and the effects that the apparel quality had on hoarding behaviors, an online survey was conducted with a random nationwide sample of 500 women ages 18-59. This homogenous sample was evenly distributed across ages and the resulting racial ethnicities closely represented US population. The survey employed established scales to measure each construct. Multiple regression analyses were conducted, and FFP frequency was tested using Baron and Kenny's (1986) mediation/moderation tests. The results suggest FFP is increased by both CMP and IMP shopping tendencies and QAL. Consumers who display these shopping tendencies also turn to VOH, and CMP shoppers often display DD. In addition, FFP mediated the relationship between hoarding behaviors and QAL.
Results and Discussion

Theoretical and Practical Implications:
The findings align with existing literature that identifies compulsive behaviors as an attribute in hoarding behavior. Specifically, consumers who display compulsive traits often hoard, experiencing anxiety and stress when having to discard items. This study contributes to understanding consumer behavior as it relates to fast fashion by exploring how consumers hoard. Fast fashion retailers can increase marketing strategies to reach these consumers. By understanding impulsive and compulsive shopping tendencies, fast fashion retailers can merchandise in a way that stimulates consumers' urges. In addition, quality can be evaluated as a method to further increase consumer purchasing. Research should examine hoarding tendencies of fast fashion apparel, exploring other factors that might cause this phenomenon. Furthermore, researchers should continue to investigate fast fashion consumers' quality perceptions and develop a better understanding of consumers' limited understanding of quality.
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